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Issue

This report provides (1) an overview of economic development branding and marketing strategies
and (2) examples of such efforts from other states.

Summary

As competition among states increases, economic development organizations (EDOs) continue to
develop plans and campaigns to brand and market their states as great places to live, work, visit,
and do business. However, the effectiveness of such campaigns is mixed, often reflecting the
authenticity of the message and the extent to which it reaches targeted audiences.

Branding refers to how a state defines its “story,” or the message it wants to communicate about
its unique qualities and advantages. Effective branding efforts can drive business recruitment and
development efforts and change perceptions of a state. Examples of state branding efforts include
“Mastered in Tennessee” and the “Pure Michigan” tourism brand, which also serves economic
development purposes.

Marketing refers to the methods states use to promote their brands. Currently, most EDQOs are
shifting their focus to digital strategies and away from more traditional ones, such as TV
commercials and print ads. This is because digital strategies, such as websites, digital ads, and
social media, allow states to gain a qualified, targeted audience in a cost-effective manner. This
report provides examples of marketing efforts in several states, including Florida, Louisiana,
Maryland, New York, North Dakota, Rhode Island, Vermont, and Wisconsin.

www.cga.ct.gov/olr Connecticut General Assembly (860) 240-8400
OLRequest@cga.ct.gov Office of Legislative Research Room 5300
v Stephanie A. D’Ambrose, Director Legislative Office Building



http://www.cga.ct.gov/olr
mailto:OLRequest@cga.ct.gov
https://twitter.com/CT_OLR

Branding

As competition for businesses and tourism increases, states,
cities, and regions are focusing on establishing themselves as a
brand. These efforts, generally undertaken by EDOs, are
referred to as “place branding.” Although such efforts are
increasingly popular, there exists a debate among academics,
marketers, and economic development professionals about
whether branding is worth the time and money.

The Place Branding Debate

The place branding debate is outlined in a 2008 Journal of
Place Management and Development article entitled “Place
Branding; Are We Wasting Our Time?” Critics of place branding
argue that places are not products that can be shaped to fit a
brand; they have unique characteristics that exist regardless of
what brand you place on them. In some cases, marketers and
developers, in an effort to “re-brand” a place for a marketing
campaign, create superficial, inaccurate, or inauthentic
campaigns, often because they solicited little or no input from
residents or other stakeholders.

However, place branding supporters contend that poorly-
executed place branding does not mean that it is not useful; it
just means that marketers and economic developers need to do
better. They note that all places have brands whether
intentional or not, and those are often based on stereotypes,
not reality. Well-executed branding efforts that highlight the
existing, unique character and advantages of a place can dispel
stereotypes and improve perceptions of the place.

Economic Development Branding

Atlas Advertising, a company specializing in economic

Branding vs. Marketing

Although branding and
marketing are often used
synonymously, they mean
different things, and
understanding the distinctions
between the two terms is
necessary for understanding
states’ economic development
strategies.

According to Qutbrain, a digital
marketing company, branding
refers to the message a
company is trying to convey,
whereas marketing refers to the
tools and tactics the company
uses to deliver that message. In
other words, branding is the
reason someone buys a product,
and marketing is the reason
someone knew about it in the
first place.

Applying these concepts to
economic development, Atlas,
Inc. defines an economic
development, or place, brand as
“the sum of all the
characteristics, tangible and
unique, that make a
development, city, state, or
region unique.” Sebastian
Zencker, a marketing researcher,
states that the goal of place
marketing is to “promote a
place’s values and images so
that potential users are fully
aware of its distinctive
advantages.”

development marketing, notes that branding is important not only for attracting companies, but
also for attracting a workforce. Workforce attraction is essential, especially considering companies’
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desire to move to where their workforce is located. However, Atlas also cautions against marketing
a place under one, overarching brand. A place’s brand needs to be flexible enough to speak to

different target audiences.
Mastered in Tennessee. Tennessee’s “Mastered in MASTERED IN
Tennessee” branding effort is cited by several industry groups as TENNESSEE

an example of effective state branding. Tennessee’s Economic
and Community Development Department (TNECD) worked with
Design Sensory, a Tennessee-based advertising company, to
create a campaign that highlights Tennessee’s unique
competitive advantages and demonstrates why it is a great place

to live and work. According to Design Sensory, “Tennessee is a [
land of legends—in music, entertainment, food, fun, scenery, MASTEREDINTN.COM
craftsmanship, history, innovation and sports.” To capture this

“culture of excellence,” they developed the “Mastered in Tennessee” concept, which they say
“differentiates Tennessee in the minds of those choosing a corporate site through original
photography and video that captures the essence of Tennessee’s heritage, natural beauty and
dedication to excellence.” The “Mastered in Tennessee” booklet highlights all the unique elements
of Tennessee and includes messages targeted to different audiences. (See excerpts from the book
below in Exhibit 1.)

Tourism Branding

Although tourism branding is designed to project a state’s unique artistic, geographic, cultural, and
tourist attractions, it also shapes how business leaders perceive the state. Research has found that
tourism branding and marketing not only increase visitation, but drive business development, real
estate sales, purchases of second homes, and even college recruitment. Longwoods International,
a tourism marketing and research organization, describes this as the “halo effect” of tourism, which
is based on a psychological concept of the same name. In psychology, the halo effect states that
our judgments of a person’s character can be influenced by our overall impression of them.

Longwoods studied tourism campaigns in nine states and found that respondents who had seen
tourism advertisements were, on average, 79% more likely to rate a state as a good place to do
business than those who had not seen the advertisements. Further, those who had both seen the
advertisements and actually visited were nearly three times more likely to rate a state as a good
place to do business than those who had neither seen the advertisements nor visited.
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Pure Michigan. Michigan provides an example of how tourism branding can also serve economic
development goals. In 2006, Longwoods led a re-branding effort for Michigan after finding that the
state’s current “Great Lakes, Great Times” campaign was not successful. Among other things,
Longwoods found that the campaign was not doing enough to differentiate Michigan from its
regional competitors nor was it resonating with families, a key market segment. The new campaign,
“Pure Michigan,” was designed to create an emotional brand that resonated with families and drew
attention to the state’s vast, unspoiled beauty.

T ———
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The campaign is widely regarded as successful among marketing and tourism professionals, with
Forbes naming it the sixth-most successful tourism campaign of all time. In 2016, Longwoods
estimated the campaign’s return on investment at $8 in tax revenue for every $1 spent on
marketing. In 2014, Longwoods found that Pure Michigan had a measurable impact on the
perception of the state for economic development purposes. Survey respondents who were aware
of the brand were 81% more likely to rate Michigan as a good place to live and 50% more likely to
rate it as a good place to start a business compared to those who were unaware of the brand.
Respondents who actually visited Michigan were at least twice as likely to rate the state as a good
place to live and start a business. However, the campaign is not without its critics. In 2016, the
Mackinac Center for Public Policy (a nonpartisan Michigan policy research organization) analyzed
several decades of tourism data from 48 states and found that the Pure Michigan campaign is a
net negative for the state, generating $20,000 in economic activity for every $1 million spent on
advertising.

Digital Marketing

If branding is the message, marketing is the means used to send the message. Due the rise of
social media and the ubiquity of smart phones, organizations are relying on digital marketing
strategies more than television, magazine, and other traditional strategies. According to “Media
2020: the Marketer’s Guide to the Internet,” digital advertising spending will overtake TV spending
in 2017 and by 2020, 6.1 billion people will own a smart phone. According to Atlas, these trends

2017-R-0297 November 29, 2017 Page 4 of 17


http://longwoods-intl.com/pure-michigan/
https://www.michigan.org/
https://www.forbes.com/2009/06/29/las-vegas-australia-paul-hogan-leadership-cmo-network-marketing_slide_6.html#63da39252cf4
http://www.michiganbusiness.org/cm/Files/Reports/MI%202016%20National%20%20Regional%20Ad%20Evaluation%20%20Image%20Study%20Final%20Report%20(003).pdf?rnd=1511181324253
https://www.mackinac.org/v2016-17
https://contently.com/strategist/2016/07/13/media-2020-marketers-guide-internet/
https://contently.com/strategist/2016/07/13/media-2020-marketers-guide-internet/
http://blog.atlas-advertising.com/white-paper-download-econ-dev-marketing-reinvention

mean that EDOs should be shifting their focus to digital marketing. EDOs can be more competitive
for less money through digital marketing strategies, such as (1) producing modern websites that
showcase their community’s best assets and generate excitement about living and working there,
(2) targeting audiences through digital ads and driving traffic to the website, and (3) expanding
their network and reach through social media.

Websites

A well-designed website is arguably the most important component of an EDO’s marketing strategy.
In a 2017 study of economic development marketing strategies, Development Counsellors
International (DCI), an economic development marketing and research firm, found that (1) business
professionals and location advisors rate websites as the most effective marketing tactic and (2)
50% of CEOs and 87% of location advisors stated that they were likely or highly likely to visit EDOs’
websites in their next site search.

As EDOs shift to digital marketing, many states have revamped their EDO websites to reflect their
brand, provide relevant information to business leaders and location advisors, and initiate contact
with interested parties (known as “lead generation”). In the DCI study, respondents identified the
following as the top five most-useful website features: (1) incentive information, (2) demographic
information, (3) a searchable database of available buildings and sites, (4) workforce statistics, and
(5) comparisons to competitor locations. Atlas notes that increasingly more site selectors rely on
website data to screen locations and typically wait until they have narrowed the field of locations
before contacting EDOs. A website that does not contain the information selectors need could
cause them to bypass the state.

Greater Rhode Island. Greater Rhode Island Economic Development Partnership recently
partnered with Atlas to market Rhode Island as a hub of entrepreneurship and challenge negative
perceptions of the state. The new website provides all the information that DCI found to be most
useful to business leaders and site selectors, including information on incentives and a custom GIS
mapping system that allows users to search for available properties and plot them on a map with
other relevant data. According to Atlas, Greater Rhode Island saw a 122% increase in web traffic,
68% increase in engagement on the website, and a 288% increase in the time users spend on the
site. See Exhibit 2 below for examples from the website.

Digital Ads

Banner ads are primarily designed to drive traffic to an EDO’s website, but can also increase
awareness of a state’s brand. EDOs can place banner ads on websites that location advisors or
business leaders frequent, such as Linked In or various online business publications. Examples of
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digital ads include (1) Greater Rhode Island’s banner ads and (2) banner ads developed as part of
the “Louisiana Works for You” campaign, which was recognized by the International Economic

Development Council in 2016. See these ads below in Exhibit 3.

Social Media

Social media serves many functions for an EDO, including promoting a state’s brand, engaging with
stakeholders, and driving traffic to websites. According to a DCI report on state EDO social media
use, 49 state economic development organizations use Twitter, 48 use Facebook, 44 use YouTube,
and 13 use Instagram. According to DCI, effective social media marketing incorporates, among
other things, (1) useful, informative, and engaging content communicated in an informal tone; (2)
visual elements, such as photos, videos, and infographics; and (3) elements that encourage
engagement, such as calls-to-action (e.g., “visit our website”), trending or relevant hashtags, and
“tagging” relevant users in posts. Exhibit 4 shows examples of posts from states DCl names as

most effective on social media.

Think Vermont Ambassadors. Vermont uses social
media to drive word-of-mouth marketing and peer
recommendations, which, according to DCI, high-level

executives find to be the most influential form of marketing.

In recent years, EDOs have applied “word-of-mouth”
marketing to the digital space through digital ambassador
campaigns, which make it easy for people who are
passionate about an area to help promote it. Through such
campaigns, EDOs send to “ambassadors” (i.e., local
professionals and other influential people who sign up to
participate) weekly content that promotes business and
quality of life in the area. Ambassadors then share the
content on their social media pages.

Vermont recently launched a digital ambassador campaign

ABOUT US

Think Vermont Ambassadors is an easy way
to share why Vermont is a great place to
live, work and do business.

Through our own social networks, Think
Vermont Ambassadors can share national
rankings and news coverage of Vermont's
thriving industries, game-changing
entrepreneurs, socially responsible
companies, vibrant communities, world-
class outdoor recreation opportunities,
education, culture and so much more.

Join us to show the world what a difference
a state makes. ThinkVermont!

7~ VERMONT

DEPARTMENT OF ECONOMIC DEVELOPMENT

as part of its three-year marketing plan launched in 2016. According to the plan, the campaign
uses business and community leaders, entrepreneurs, and other Vermont-loving influencers to
share business announcements, national media placements, and other information that reflects
well on Vermont as a great place to live, work, start and grow a business, and raise a family. The
plan notes that the campaign amplifies messages to hundreds or thousands of others and,
because it is coming from a friend or connection, the content has more credibility than if it came

directly from the state.
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Traditional Marketing

Although EDOs are generally shifting to digital strategies, many still incorporate more traditional
marketing tactics, such as TV commercials and print ads, into their marketing plans. Such
strategies are particularly useful for campaigns seeking to reach a broader audience, such as
tourism campaigns. However, most industry experts agree that it is more important for EDOs to gain
a qualified target audience than a broad one, and digjtal strategies are more effective, and
generally less expensive, than traditional ones in achieving this goal.

TV Commercials

Although many states use TV commercials to promote tourism, few states rely heavily on TV
commercials for economic development marketing. According to Atlas, TV commercials are much
less effective in reaching an EDOs targeted market. Site selectors find commercials to be
ineffective in drawing their interest, since they usually provide broad, generic content that does not
address their specific information needs. However, Atlas notes that TV commercials could be a
useful tactic if an EDO wants to reach a broad audience to change general perceptions of the
state’s business environment.

Start Up NY. Many in Connecticut are
familiar with New York’s “Start Up NY”
campaign, which aired many commercials in

Connecticut markets. The campaign marketed 1 0 yea rs X N 0 s Ta Xes 2
a host of economic development incentives ° -

available to businesses that relocate to or N o K i d d in g .

expand in New York. Between 2011 and 2014,
Empire State Development (ESD) had
committed $161 million of $230 million in

available advertising dollars to business S-r FM
development advertising. It is difficult to
determine exactly how much was spent in total
on Start Up NY advertising because ESD lumps
production costs for all campaigns together. According to one source, ESD spent at least $28

million on Start Up NY ads alone from December 2013 to June 2014, and an April 2015 news
article stated that the total amount ESD spent on Start Up NY marketing had risen to $53 million.

Although it attracted a lot of attention, the Start Up NY campaign has received mixed reviews.
Research commissioned by ESD found that, among other things, the campaign increased web
traffic by 530% and improved business executives’ perception of New York’s business climate.
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However, the state’s comptroller concluded in a 2014 audit that the campaign had not produced
tangible results. Among other things, auditors determined that ESD spent more than $25,000 on
advertising for each job promised by the businesses and other entities that received program
incentives. The audit also found that the campaign did not increase the number of applications for
state economic development assistance (in fact, applications decreased over the audit period).

Print Ads

Many states continue to run print advertisements in printed publications, often in magazines such
as Forbes and Site Selector Magazine which are popular among business decision makers. Print
ads are cheaper than commercials and, through selective placement, generally do a better job at
reaching targeted audiences. However, they fail to engage audiences as well as digital marketing
tactics do. See Exhibit 5 for examples of recent print ads from Wisconsin and Florida.
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Exhibits

Exhibit 1: Mastered in Tennessee

The images below come from the “Mastered in Tennessee” booklet and demonstrate how the
campaign captures Tennessee’s assets and targets different audiences (e.g., workers and specific

business sectors).

MASTERED- '\%
IN TENNESSEE.

™
THOSE WORDS SPEAK VOLUMES, AND OUR STORY GETS BETTER EVERY DAY. WE TAKE
TREMENDOUS PRIDE IN THE FACT THAT MORE AND MORE OF THE WORLD'S MOST RESPECTED
BRANDS ARE CHOOSING TO MAKE TENNESSEE THEIR HOME. WE'VE EARNED A REPUTATION
FOR FISCAL RESPONSIBILITY, QUALITY CRAFTSMANSHIP AND A COMMITMENT TO
PERFECTION THAT SHINES THROUGH IN EVERYTHING WE MAKE AND DO.

WHAT WE DO*
BEST IS WHAT -~ .
YOU DO BEST.

IT'S QUITE SIMPLE—~OUR COMPETITIVE ADVANTAGE IS YOUR
COMPETITIVE ADVANTAGE. WE KNOW THAT CRAFTSMANSHIP IS
ONLY ACCOMPLISHED FROM SKILLED HANDS AND A PASSIONAZE
KNOWLEDGE ABOUT THE END RESULT. NATURALLY, WE EXCE';

IN THE KEY INDUSTRIES THAT RELY SO HEAVILY ON THOSE
RESOURCES. FROM GLOBAL BRANDS TO HOMEGROWN STARTUPS,
INDUSTRIES THRIVE IN OUR STATE.

2017-R-0297 November 29, 2017

Page 9 of 17



e FROM THE SOPHISTICATION OF OUR BIG CITIES TO THE SOUTHERN CHARM OF OUR A “‘
‘ SMALL TOWNS, OUR STATE OFFERS A COST OF LIVING WELL BELOW THE NATIONAL b
AVERAGE. FROM THE FOOTHILLS OF THE SMOKY MOUNTAINS TO THE BANKS OF '
THE MISSISSIPPI RIVER, THE VOLUNTEER STATE EXPANDS ACROSS THREE DISTINCT
REGIONS. YOU WILL HAVE PLENTY OF ROOM TO STRETCH YOUR LEGS AND PLANT
YOUR ROOTS. TENNESSEEBOASTS SOME OF THE LOWEST HOUSING PRICES IN THE
UNITED STATES, AND YOUR DOLLAR WILL STRETCH FARTHER HERE THAN ALMOST

ANYWHERE ELSE IN-THE COUNTRY.

NERGY TECHNO

POWERING ONE GENERATION AFTER THE N

o e
TENNESSEE'S BACKGROUND IN THE ENERGY 1’ECNN0LOGY‘—\}k .
INDUSTRY IS LEGENDARY. IN THE 19405, THE MANHATTAN :

PROJECT BROUGHT THOUSANDS OF THE WORLD'S TOP
ENERGY EXPERTS TO TENNESSEE, SOLIDIFYING A CULTURE
OF SCIENCE AND TECHNOLOGY THAT CONTINUES TO
SHAPE OUR STATE'S IDENTITY.
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Exhibit 2: Greater Rhode Island Website

The screen shots below are from Greater Rhode Island’s website and show how the website
incorporates the features that business leaders and location advisors find useful, including the
custom GIS mapping feature and incentive information.

401.278.9100

R/ o
( ATER Find Find Data & Key Success
e Properties Companies Information Advantages Stories

L DG ECS—

piveviviee
50,000,000

consumers within
300 miles

Where Knowledge + Innovation Meet SITES & BUILDINGS

Call us to have a conversation about how we can
faciltate your growth in the ocean state.

% NEWSLETTER SIGNUP

+ SITEMAP Click Here To Leam More

| = I

th l ﬂl{ Site and Building Locator
bigger

PARTNER LOGIN »

| sutangs snastes~  comparies~ Date~ Commuites -

= Sip‘vmgbeld o 53 @ o Brockton Marshfield
Data & Information ¥
Windser Wellfeet
Locks
Report Builder
» 7 ﬁ T
Sites + Buildings D) Tomjfiten o
Hartford & n
,,,,, ®
Commercial Real Estate Brokers 7 Bristol New Britain
@ @
New

Find Companies & Middietown

EDC Standard Data Set

Education + Talent

» — Search Results 3 Properties Found
Leading Employers Search based on: Sie; For Sal; Fie ess tnan 500000
HealthSource RI Number of Results: | 10_¥ sortgy: |Name: A-Z v Export Results: | POF M| ©xrorT |
719 Putnam Pike
Smithfield, Rl 2828 *PROPERTY DETAILS
+ SITEMAP dati PERTY DETAIL
- ARER ANALYSIS
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Exhibit 3: Digital Ads

The examples below from Rhode Island and Louisiana show how EDOs created digital ads to be
engaging and drive traffic to their websites.

Frame 1

CAg[jAL
NORTH
EAST

LEARN MORE

WHAT'S AN GREATER

®"  ARTREPRENEUR?

NORTH EAST

ISN'T WHERE YOU'D THINK ™ RHODE
X

S5 ISLAND

LEARN MORE

LOUISIANA WORKS FOR YOU OTHERS GIVE

BEST-IN-CLASS YO EATS
" HOME OF THE NATION'S DIGITAL SOFTWARE @ yqy eADEns.
#1 WORKFORCE PROGRAM. AGAIN. INGENTIVES.

* LOUISIANA WORKS FOR You

LOVISIANA
WORKS FOR YOU

FIND OUT WHY »

LousANA
ECONOMC
OOVELOP

[0 FIND ouT WHY »

WE BELIEVE EVEN BUSINESS
SHOULD BE WELL-LIVED.

LOUISIANA WORKS FOR YOU

= )
FIND OUT WHY » LED 255 FIND OUT WHY »
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Exhibit 4: Social Media

The images below show examples from different states that use social media to promote their
states as good places to live, work, and do business.

.
Twitter
Maryland Commerce @ @VDBiz - Nov 8 v ¥ Pinned Tweet
.@amazon expands Maryland footprint, announcing new @TradePointATL Ind. Econ. Dev. Corp ‘@Indiana_EDC - Nov 9 v
distribution center that will add 1,500 new jobs ow.ly/r7nX30grYzV WATCH:So far this year, businesses have committed to addmg nearly 29,000 new

#Open4BizMD Hoosier jobs! # is open for business, -

1,500 NEW JOBS COMING
AS AMAZON EXPANDS IN MARYLAND

Eric Holcomb

9] 17 Q 15 =
Facebook
Tennessee Department of Economic and Community w Experience North Dakota
== Development October 20 at 11:15am - Q
PRSI —- North Dakota has the highest rate of in-migration and the highest
Happy Halloween! While you're enjoying your chocolate today, you can percentage of Millennials of any of the 50 states! Learn more about these
thank the more than 1,600 Tennesseans employed in chocolate trends here. #NDLegendary

confectionary manufacturing. The industry has grown by nearly 20% over
the last five years.

TEN SSEANS EMPLOYEIﬁ N
CHOCGQLATE MANU?AC‘i‘UR!NG

Millennials move to North Dakota

A strong economy, growing industries and low unemployment rates are very
appealing to the incomers, especially to millennials

KFYRTV.COM

o) Like () comment 4> Share

gy uke (O Comment 2> Share
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Instagram

@ f‘ gdecd
sccommerce -

S
Georgia’

USA

i

w0 [oIRIE

FOR BUSINESS

A A A A

Qv A OQY 0

34 likes .
sccommerce You know what makes #scjustright for nature S0 likes
lovers? We have more state parks than counties...47 to be gdecd No filters needed! If you missed it yesterday, we
exact. Comment below, and tell us your favorite park in SC. announced that Site Selection magazine has ranked
Georgia the number one state to do business for the
second year in a row! #georgia #business #wespeakbiz
YouTube
EnterpriseFlorida i s
635 subscribers
HOME VIDEOS PLAYLISTS CHANNELS ABOUT Q
Uploads PLAY ALL = SORTBY

Global leader, Lockheed For PEMCO it's about Bristol-Myers Squibb Max Planck: Curiosity and SAFT & Enviva Help Power
Martin has a strong Florida Location, Location, Location Discovers, Develops and Creativity Intersect in Florida Florida Manufacturing
73 views * 2 weeks ago 366 views * 1 month ago 47 views + 1 month ago 678 views * 6 months ago 52 views * 7 months ago

e 0
Florida is the Answer for SAFT Success Gets a Charge ULA Unleashing Mankind's SATO and SquareTrade, SquareTrade Supports Global
SATO Global Solutions in Florida Potential in Space Florida is IT Customers from Florida
617 views * 7 months ago 283 views * 7 months ago 319 views * 7 months ago 46 views * 7 months ago 365 views * 8 months ago
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Exhibit 5: Print Ads

The print ads below from Wisconsin and Florida show how states use print ads to increase
awareness of their brand.

AS TAXES APPROACH ZERO

POSSIBILITIES

BECOME ENDLESS. ‘

IT'S HOW WE GROW BUSINESS IN WISCONSIN.

In Wisconsin, we understand that lower taxes means higher productivity. That's why we created the Manufacturing
and Agriculture Tax Credit, reducing the income tax on manufacturing activities to 0.4% by 2016. It's something
any Wisconsin manufacturer, across a variety of industries, can take advantage of. And with $2 billion in tax relief,
Wisconsin businesses have the support they need to reach new heights of productivity and growth. Find out how
companies—in Bioscience, Water Technolegy, Food and Beverage, Manufacturing and Energy, Power and Control—
benefit from tax policies In Wisconsin. Call 855-INWIBIZ [toll free) or visit Results.InWisconsin.com.

QeSULrg

"

In Wisconun® @ & registeced trademark of Wiscorsin Ecenomic Development Corporation.
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BOUNDL=SS
OPPOQTU\IITIE

INLAND FLORIDA IS A 28-MILLION-ACRE BLANK CANVAS
WHICH PAINTS A PRETTY NICE PICTURE FOR YOUR BUSINESS

am;-:)'nr.hn.: areas tndy are the heart of the state. Cose 10 big cies space you need And
W) W obust tafert pool, penty ¢ r arety bod wel 9 open armg, you'll
e Dl\un" wﬁntnhmunﬂmammﬂupw business ot

Sotdatbtutere s hore com bnland-florkda, or call §77-YES-FLORIDA

FLOA DA | THE FUTURE IS HERE

4 N ERPRISE

A« FLORIDA

HP:bs
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